Social scientists have long theorized about &dquo;mass society&dquo; and &dquo;mass culture&dquo; and, generally, are appalled by the frightening images brought to mind by these concepts. A wide-ranging debate over their validity, a concern about the &dquo;functions&dquo; of the mass media in modern society, and their &dquo;effects&dquo; on the general public have been major subjects of mass communications research for the last two decades. (Horton, 1957 (Schuessler, 1948; Coleman, 1961; Brunswick, 1962 
occurred in American popular music since the early 1950s. I will argue that the fragmented and disordered state of systematic research in this area is at least partly due to the failure of sociologists to integrate these several approaches; and that an adequate understanding of our changing popular culture in general-and of the &dquo;rock revolution&dquo; in particular-will require studies of the organization of the industries involved, the impact of technological change upon their output, as well as studies of their content and sociological and psychological effects. In the sections to follow, we will examine briefly (1) content analyses and the functional approach to the mass media, (2) the impact of popular music on its audience, (3) the impact of technological change on mass media programming, and (4) organizational analysis of entertainment industries.
CONTENT ANALYSES AND THE FUNCTIONAL APPROACH TO THE MASS MEDIA
The content of mass media programming has been analyzed periodically in professional journals since the early 1940s. Whatever the medium, be it magazine stories (Johns-Heine and Gerth, 1949; Berelson and Salter, 1946) , movie themes (Kracauer, 1949; Wolfenstein and Leites, 1950) , popular songs, television serials (Arnheim, 1949) , or comic strips (Auster, 1954) (Horton, 1957 [Carey, 1969: 730] .
These findings bore out Hayakawa's (1955) (Gans, 1964) , large-circulation magazine articles and stories (Brown, 1968; Friedrich, 1969) (Carey, 1969 Carey, 1969; Mooney, 1968; Cole, 1970; Peterson and Berger, 1967; and McLaughlin, 1968.) Whereas Horton (1957) A number of writers (Robinson and Hirsch, 1969a, and 1969b; Denisoff and Levine, 1969; and Cole, 1970) (Robinson and Hirsch, 1969a, 1969b (Schuessler, 1948; Coleman, 1961; Brunswick, 1962 Robinson and Hirsch ( 1969a) (Gans, 1961; Hirsch, 1969) . All-news, all-country, all-Top 40, all-soul, and all-underground stations are each a successful illustration of this strategy of slicing up the total radio audience into subcultural groupings interested in a single specialty broadcast format. Movies adopted a similar strategy when they opted for problem films (Gans, 1964) (Peterson and Berger, 1967) .
Their output was geared almost entirely to the program choices of network radio. When radio stations switched to subcultural programming, this &dquo;Big Four&dquo; were taken by surprise; they were unskilled at recording the musical styles that had been delegated for years to small entrepreneurs who catered primarily to the smaller subcultural markets.
Unanticipated Consequences
This brief overview of the impact of technological change on programming decisions in the mass media represents a third sociological approach to the study of popular culture. The widespread adoption of television, and the manner in which licenses were granted, led to a set of unanticipated consequences, of which rock-and-roll is but one example. This approach derives from the teachings of Merton (1936) and Ogburn (1964) (Hirsch, 1969) (Mooney, 1968) .
In order to retain sales leadership and to capture subcultural markets from increasingly aggressive competitors, the large record companies were forced to (1) (Gleason, 1969 (Robinson and Hirsch, 1969a, 1969b; Denisoff and Levine, 1969 (Gleason, 1969 Once they had invested in these groups, the record companies undertook an extensive marketing campaign to realize a healthy return on their investment (Hirsch, 1969 
